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P R S F A C E 
A company cannot confine i t s exis tence to making j u s t 
products and p r o f i t s . There has to be something deeper, more 
hunane. There have to be commitments. To the people i t serves 
and the people i t employs. To the society in which i t l i v e s 
and p rospe r s . For i t i s t h i s la rger awareness of i t s environ-
ment, t h i s deeper t i e with i t s world, t h a t shapes a company's 
inner being, t h a t moulds i t s fundamental cha rac t e r . 
union Carbide India Limited (UClX,) an a f f i l i a t e of the 
union Carbide Coirporation, USA i s one such companytUClL i s 
almost 50 years old in I n d i a . 
To the mi l l ions who dwell in the c i t i e s and towns of 
India , UCIL br ings l i g h t and sound. Throg^h the famous EVEREADY 
brand 19 d i f f e r en t types of torch , t r a n s i s t o r and appliance 
b a t t e r i e s ; 29 kinds of b ra s s , aluminixxm and p l a s t i c f l a s h l i g h t s 
and l a n t e r n s . 
With each of i t s , products , UCIL f u l f i l l s i t s commitments 
to the consxamer. To de l i ve r superior q u a l i t y and promise 
performance s tandards . To incorporate R & D innovations and 
improvements. To place the r i g h t product in the r i g h t place a t 
the r i g h t p r i c e ; from the snow-bound Leh v a l l e y in the nor th to 
the backwaters of Keral^^UClL uses every known mode of 
t r a n s p o r t - bullock c a r t s , camels, even human c a r r i e r s - t o 
take the product where i t s needed; i t s wide and deep d i s t r i b u t i o n 
network of 2,500 r e t a i l s t o c k i s t s and Van Operators and th ree 
lakh r e t a i l o u t l e t s feeds India r i g h t down to v i l l a g e s of 1000 
people . 
- i i , 
Union Carbide I n d i a Limited have been t h e undisx^uted 
market l e a d e r s in b a t t e r i e s fo r t he p a s t f i f t y y e a r s - i n f a c t 
e v e r s i n c e dry c e l l was i n t r o d u c e d in I n d i a . They have remained 
market l e a d e r s v;ith a market sha re of ove r 60% d e s p i t e 
p e r s i s t e n t s t i f f compe t i t i on from such heavyweights a s I n d o -
N a t i o n a l group (Nippo and Novino) , P h i l i p s , Geep and E s t r e l a . 
I was lucky to g e t a two months summer t r a i n i n g a s s ig&en t 
i n the B a t t e r y J ' roducts D i v i s i o n a l Of f i ce of Union Carbide I n d i a 
Limited from 6 June to 5 August , 1983. During my t r a i n i n g , I 
gained p a r t i a l i n s i g h t i n t o t h e marke t ing a c t i v i t i e s of the 
Company, My p r o j e c t was aimed a t a c h i e v i n g two market ing 
o b j e c t i v e s namely 
a) To deve lop a package of marke t ing a c t i v i t i e s a t the r a d i o 
o u t l e t t o improve t h e s a l e of Eveready b a t t e r i e s wi th t h e 
pu rchase of t r a n s i s t o r . 
b) To i d e n t i f y the r e a s o n s of i n c r e a s i n g p o p u l a r i t y of b a t t e r y 
e l i . l i n a t o r s fo r t r a n s i s t o r s to enab le the coiapany to t a k e 
n e c e s s a r y s t e p s t o slow down t h e growth of e l i m i n a t o r s , i f 
p o s s i b l e . 
Vl;e (Jortpany opined -chat in the c u r r e n t c o n p e t i t i v e ir.arKe L 
fo r b a t t e r y , in o r d e r to iiwirove the raarket p a r t i c i p a t i o n of 
Eveready b a t t e r i e s f o r t r a n s i s t o r u s e , i t had become e s s e n t i a l 
to i n c r e a s e t h e companies a c t i v i t i e s a t t h e r a d i o o u t l e t s in 
view of: 
- che r a d i o d e a l e r s accoun t ing f o r lb-20/a of t o t a l b a t t e r y o f f t a k e . 
- h i g h e r s a l e of Eveready b a t t e r i e s with o r i g i n a l equipment 
w i l l v a s t l y improve the share of Eveready p r o d u c t s f o r r e p l a c e -
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ment demand, 
xhe aforesaid p r o j e c t was both i n t e r e s t i n g as well as 
cha l lenging . Moreover, i t aroused my c u r i o s i t y as to what was 
the sa l e s e f f o r t of t h i s company tha t has ensured i t s market 
leadership for over 5 decades. I t was then t h a t I made a firm 
reso lu t ion t h a t I would do a case study of the sa ies & d i s t r i b u t i o n 
e f f o r t of Union Carbide to s a t i a t e my c u r i o s i t y . My opportionity 
came when I was required to wri te my Disse r t a t ion as pa r t of 
ray curriculvun. 
The co l l ec t ion of information was by no means an easy 
job . I t took me nearly a month to gather iws HHS the information 
t h a t I needed to h igh l igh t the sa les & d i s t r i b u t i o n ef forig of 
the company. I gathered pieces of information from var ied . 
sources and my endeavour took me to such places as Calcut ta 
Delhi and Patna. 
The d i s s e r t a t i o n i s made of five chapters each discui^sing 
a spec i f ic face t of Union Carbide India Ltd. as market leaders 
in b a t t e r y indus t ry . 
Chapter I i s an introductsory chapter which analyses the 
sa les se t -up of the Bat tery Products Division of Union Carbide. 
Chapter I I d iscusses the product mix of Union Carbide as 
a mul t i - face ted company and ba t te ry as the most important product 
l i ne of Union Carbide, 
Chapter I I I i s devoted to the channels of d i s t r i b u t i o n 
normally used by Unito Carbide. The t rade r e l a t i o n s mix has been 
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discussed in detail. 
Chapter IV highlights the sales policies and procedures 
of Union Carbide with respect to customer appointment, planned 
Journey cycles, institutional and retail sales and advertising 
and dealer aids. 
And finally. Chapter V provides some insight tnto the 
1984 ^ les and Distribution Plan of union Carbide, 
I deem it a privilege to express my sincerest gratitude 
to Mr. Kaleem Mohd, Khan, who despite persistent call on his 
valuable time from different quarters found time to guide me 
in my dissertation work. His command over the subject of 
marketing coupled with an amiable nature greatly simplified my 
dissertation v/ork. 
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CHAPTER ~ I 
I N T R O D U C T I O N 
CHAPTER I 
I N T R O D U C T I O N 
The Sales personnel have key responsibilities both 
to their enployers and to those who buy and use their firms' 
products. Top management holds them responsible for obtaining 
sufficient sales volume, providing ample contribution to 
profits, and continuing business growth. Society looks to 
them to assure the delivery of goods and services that final 
buyers want at prices that final buyers are willing to pay, and 
of increasing importance to develop and market products whose 
potentials for damaging the environment are minimal. Ultimately 
the earnings that accrue to a business depend upon how well, 
or how poorly, the interest of the firm, the final buyers, 
and society are blended. To the extent that these interests 
are in harmony, the firm experiences sales volxme, net profits, 
and business growth. 
Most companies have an elaborate sales set up that 
is professionally managed by sales executives. These executives 
plan, build and maintain an effective and efficient organisation, 
and design and utilise appropriate control procedures. The 
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professional approach requires careful analysis of market 
s i tuat ions , in te l l igen t se t t ing of personal-selling objectives, 
choice of appropriate sales pol ic ies , and formulation of 
personal sel l ing s t rategy. I t also ca l l s for sk i l fu l l appl i -
cation of the principles of organisation to tlie conduct of 
sales operations. Finally, the professional approach i s 
characterised by an ab i l i t y to i n s t a l l , operate and use control 
procedures appropriate to the firms* s i tuat ion and i t s 
objectives. 
The sales executives' job, l ike those of otherwise 
executive, i s to make decisions and to see to i t that others 
Carry them out. However, in marked contrast to the jobs of 
other marketing executives, the job of the sales executive 
i s considerably more action-oirdsnted. The sales executives 
plan charac ter i s t ica l ly cover rather short periods into the 
future and concern set t ing near-term personal selling objec-
tives and how to a t ta in them. 
The decisions that the sales executives are 
invplved in may affect only the sales departn^nt or they may 
have significant inplicat ions for executives elsewhere in the 
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o rgan i sa t i on . Sales execut ives , in performing t h e i r j obs , 
must know how to analyse information, how to combine i t s 
s igni f icance with t h e i r own expe r i en t i a l knowledge and judge-
ment (and t h e i r wi l l ingness to accept a c e r t a i n amount of r i s k ) , 
how to apply imagination in searching for a l t e r n a t i v e so lu t ions 
to problems, how to p r e d i c t the l i ke ly outcomes of d i f f e r e n t 
a l t e r n a t i v e s and, f i n a l l y , how to choose t h a t a l t e r n a t i v e 
with the h ighes t payoitf in terms of company and departmental 
goals• 
Fionctions of the Sales Executive 
The sa les execut ives job demands adminis t ra t ive s k i l l s 
much beyond those t h a t are required of most sa lespeoples ' j o b s . 
Bas ica l ly , the sa les executive has 2 s e t s of funct ions: 
Operating and planning. The operat ing funct ions include sa l e s 
force management, handling r e l a t i onsh ip s with personnel in 
o ther company departments and with the t r ade (middlemen and/ 
or customers) , communicating and coordinat ing with o ther 
marketing execut ives , and repor t ing to some super ior execut ive 
(such as the marketing vice-pres ident) . In addi t ion , in some 
conpanies and f a i r l y commonly in lower- level sa les executive 
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positions^ the sales executive se l l s socne accounts personally. 
The sales executive 's planning ftmctions Include those 
connected with the sales progranune, the sales organisation, and 
it^lk cont ro l . The sales executive typically i s responsible for 
sett ing personal sel l ing goals, developing sales programmes 
designed to accomplish those goals, and for formulating sales 
pol ic ies , personal sel l ing s t ra tegies , and for putting together 
plans for t he i r inplementation. Sales programmes are put into 
effect through the sales organisation, and the sales executive 
i s responsible for designing and shaping the sales organisation, 
staffing i t , developing the sk i l l s of those who are part of i t , 
and for providing leadership to i t . Achievement of sales 
departmental goals requires controls over sel l ing a c t i v i t i e s , 
sales volume, sel l ing expenses and the l i k e . The sales 
executive typically i s also responsible for these and related 
control a c t i v i t i e s . 
In the case of Union Carbide India Limited, which 
deals in consumer goods, sales executives tend to attach the 
greatest importance to the planning fvinctions - development 
of sales programmes, coordination of personal selling a c t i v i t i e s 
with the advertising effor t , and building and maintaining 
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relat ionships with dealers and customers. The Company's sales 
managers, in general^spend more time on planning and less on 
operating than do the i r coiinterparts in industr ia l goods 
companies. 
The Sales organisation 
A sales organisation i s both an. orienting point for 
Co-operative endeavour and a structure of human re la t ionships . 
I t corrprises a group of individuals s t r iving jo in t ly to reach 
qual i ta t ive and quanti tat ive personal se l l ing objectives, and 
bearing both informal and formal re la t ions to one another. 
All conpanies emphasise that a sales organisation 
must be capable of achieving pre-set qual i ta t ive objectives -
those Concerning personal - sel l ing expected contributions to 
achievement of overall company objectives. In the short mn, 
the sales organisation must be capable of attaining the qua l i -
tat ive personal-sel l ing objectives - not only Sihat with respect 
to sales volume but others related to ' p r o f i t ' (such as the 
keeping of sel l ing expenses within predetermined limits) and 
to the companys' competitive position (such as attaining 
given market shares) . Todays' sales executive recognises, too, 
that achieving short-run quanti tat ive personal-sell ing 
objectives i s parerequisite to attainment of the long-rtin 
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qual i ta t ive personal-sell ing objectives. 
The sales organisation should be adjusted to f i t 
ideally, to anticipate changing needs and s i tua t ions . The 
combined impact of shif ts in marketing, in competition, and 
in other business factors ca l l s for appropriate changes in 
the sales organisation. The ideal sales organisation has a 
bu i l t - i n adaptabili ty allowing i t to respond appropriating 
in fluid and diverse marketing environments. 
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SALES ORGANISATION STRUCTURE OF 
THE BATTERY PRODUCTS DIVISION OP UNION CARBIDE 
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NATURE OF SALES MANAGEMENT POSITIONS IN THE BATTERY PRODUCTS 
DIVISION OF UNION CARBIDE INDIA LIMITED; 
POSITION GUIDE - SALES MANAGER 
REPORTING RELATIONSHIP 
The s a l e s manager r e p o r t s t o t h e V i c e - P r e s i d e n t o f 
B a t t e r y p r o d u c t s D i v i s i o n . The p r e s e n t V i c e - P r e s i d e n t i s 
Mr, R.M* N a y y a r . 
JOB OBJECTIVE 
The p r i m a r y o b j e c t i v e i s t o s e c u r e maximum vo lume o f 
irupee s a l e s t h r o u g h t h e e f f e c t i v e d e v e l o p m e n t and e x e c u t i o n 
o f s & l e s programmes and s a l e s p o l i c i e s f o r a l l p r o d u c t s s o l d 
by t h e B a t t e r y P r o d u c t s D i v i s i o n (BPD). 
DUTIES AND RESPONSIBILITIES 
I n work ing t o w a r d a c h i e v e m e n t o f t h e p r i m a r y j o b 
o b j e c t i v e , t h e w a l e s manage r i s e x p e c t e d t o be c o n c e r n e d w i t h : 
1 , S a l e s Programme ; The s a l e s manager t a k e s t h e i n i t i a t i v e 
i n e s t a b l i s h i n g s h o r t - a n d l o n g - r a n g e s a l e s g o a l s o f t h e d i v i s i o n , 
and i n c o l l a b o r a t i o n w i t h t h e Manager , B a t t e r y M a r k e t i n g a n d 
Manager , E x p o r t s and S a l e s Deve lopment , s e t s s a l e s , p r o f i t , 
g r o w t h , m a r k e t - s h a r e and o t h e r g o a l s . 
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The sales manager arrange for the development of detai led 
sales programmes designed to improve competitive posit ions, 
reduce sel l ing and other dis tr ibut ion expenses, and reach 
established sales goals. 
The sales manager reviews and approves sales po l ic ies , 
sales s t ra tegies and pricing policies (to the extent tha t they 
inpact upon sales goals) for a l l products to ensure that short-
term operations are in accordance with long term pro f i t ab i l i ty 
and do not jeopardise other phases of the Company's operations, 
2. Organisation : The sales manager establ ishes an effective 
plan of organisation and methods of controll ing the a c t i v i t i e s 
of members of the sales organisation, tha t wil l provide 
sufficient time for carrying out the ful l l ine of departmental 
respons ib i l i t i es . 
The sales manager provides leadership both to immediate 
subordinates i . e . the Area Sales Managers and a l l levels of the 
sales Organisation in establishing a soxind basis fof each 
individuals* self-development, and in making certain that 
rewards are in line with respons ib i l i t ies and performance. 
- 10 -
3 . Sales Force Management : The sa les manager i d e n t i f i e s 
promising sources for the recmi tment of new sa les personnel 
and s e t s s tandards for s e l ec t ion of the most promising new 
personnel from among r e c r u i t s . 
The Sales Manager provides for the t r a i n i n g of 
veteran Sales Personnel, so as to improve t h e i r performance 
l eve l s and to prepare them for possible promotion. The Sales 
Manager sees t o i t t h a t there i s an adequate supply of s a l e s 
executive t a l e n t for replacements up through and including 
the s a l e s manager's own p o s i t i o n . The s a l e s manager taaiHM 
t ha t s a l e s personnel are properly motivated, so as to achieve 
optimum s a l e s performance. 
The Sales Manager e s t ab l i shes a system of s a l e s 
supervision t h a t con t ro l s waste and inef f ic iency and po in t s 
sa les e f f o r t s in to the most p rof i t ab le channe ls . 
4 . I n t e r n a l and ex te rna l r e l a t i o n s 
The Sales Manager develops e f fec t ive working r e l a t i o n s 
with other department Heads such as the Harketing i^nager , 
^ l e s Development and Export Manager and the General Manager 
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so t h a t s i g n i f i c a n t s a l e s developments can be t r ans l a t ed in to 
appropr ia te courses of a c t i o n . 
The Sales Manager develops and maintains r e l a t i onsh ips 
with key accounts t h a t provide maximum long- te rn p a r t i c i p a t i o n 
in t h e i r ava i l ab le b u s i n e s s . The Sales Manager develops and 
maintains e f fec t ive working r e l a t i onsh ip s with s a l e s , t r a i n i n g 
and o ther key personnel in the employ of customers in order t o 
ensure t h a t cooperation i s benef ic ia l to both p a r t i e s . 
^* ^mmunication : The Sales Manager keeps the Vice-President 
of Battery Products Division informed on sa l e s r e s u l t s and 
{fluture plans of opera t ion . The Sales Manager e s t ab l i she s a 
system of corannunications with o ther s a l e s personnel t h a t keeps 
them informed of overa l l departmental s a l e s ob jec t ives , 
r e s u l t s and problems and keeps the Sales Manager informed of 
t h e i r needs and problem^ 
^» <^ontrol : The Sales Manager consul t s with the p r o d u c t i o n 
Manager so t h a t Product ion r a t e s and inven to r i e s a re geared as 
c lose ly as poss ib le t o ac tua l sa les needs . 
The Sales Manager reviews and approves sa les and 
expense budgets and eva lua tes p r i o d i c a l l y the performance of 
- 12 -
a l l s a l e s a c t i v i t i e s in r e l a t i o n to budge t and s a l e s g o a l s 
and t a k e s such c o r r e c t i v e a c t i o n s a s a r e r e q u i r e d . 
The S a l e s Manager d e l e g a t e s a u t h o r i t y and deve lops 
c o n t r o l r e c o r d s and performance s t a n d a r d s t o pe rmi t a p r o p e r 
ba l ance of time spen t on t h e Var ious a c t i v i t i e s in t h i s j o b 
d e s c r i p t i o n . 
PERFORMANCE CRITERIA 
The S a l e s Manager 's performance i s c o n s i d e r e d s a t i s f a c t o r y 
when: 
- the departments* rupee and unit sales are equal to or exceed 
the quant i t ies budgeted. 
- the prof i t contribution of the Sales department i s in l ine 
with plan, 
- the de ta i l s of sales plans are in writing and acceptable to 
marketing management. 
- the turnover rate of sales personnel i s maintained a t a 
level regarded as sat isfactory by marketing management. 
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POSITION GUIOB -. AREA SALES MANAGER 
REPORTING RELATIONSHIP : The Area Sales Manager Imports to 
the Sales Manager. 
JOB OBJECTIVES; 
Thel#r imary O b j e c t i v e i s t o s e c u r e maximum ruppe 
s a l e s of t he d i v i s i o n ' s p r o d u c t s in t h e S a l e s Area in 
accordance wi th e s t a b l i s h e d s a l e s p o l i c i e s and s a l e s programmes, 
wi th in t h e l i m i t s of t h e s a l e s budge t . 
DUTIES AND RESPONSIBILITIES 
The a r e a s a l e s manager i s r e s p o n s i b l e f o r t h e e f f e c t i v e 
deployment of s e l l i n g e f f o r t s and the maintenance of good 
t r a d e r e l a t i o n s in the a s s i g n e d of good t r a d e r e l a t i o n s i n 
the a s s i g n e d a r e a . In working towards achievement of the 
jWrimary j o b o b j e c t i v e , t h e a r e a s a l e s manager i s expec ted t o 
be concerned w i th : 
1 . Supe rv i s ion of S a l e s Pe r sonne l V The a r ea s a l e s 
manager a c c u r a t e l y e v a l u a t e s t h e s a l e s o p p o r t u n i t i e s i n t h e 
a r ea and a s s i g n s t e r r i t o r i e s t h a t have e q u i t a b l e workloads 
and t h a t pe rmi t minimum t r a v e l c o s t s , so a s t o secure 
maximum rupee s a l e s a t minimum c o s t . 
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The area sales |lflanager d i rec t s , a s s i s t s and supervises 
sales personnel in maintaining and irtproving the conpany's 
competitive position and in handling special sales or compe-
t i t i ve problems. 
The Area Sales Manager ra tes sales personnel in 
the performance of a l l t h e i r duties and a t le^st annually 
discusses these ratings with them to d i r ec t the i r at tention toward 
areas where improvement i s needed. 
The ^ r ea Sales Manager advises the Sales Manager on 
irrportant personnel problems. 
The Area Sales Manager evaluate the Sales personnels 
s t ra tegies for ]«y accounts, helping each to plan strategy for 
a l l assigned accoiints and to develop new accounts. 
2. Control s " l^e Area Sales Manager forecasts short-term 
sales of the area and works with Sales Personnel in estimating 
future sales in the i r t e r r i t o r i e s so tha t accurate sales budgets 
and sales quotas can be developed. 
The Area Sales Manager prepares a periodic progress 
report on industry conditions, fojcward plans, and the progress 
made toward sales object ives. The Area Sales Manager reports 
immediately on significant sales or competitive developments 
that may affect the company's future. 
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3, Administration : The Area Sales Manager i s responsible for 
the eff ic ient administration of the area office operations and 
warehouse and stock f a c i l i t i e s in accordance with established 
pol ic ies and procedures. 
The Area Sales Manager develops effective working 
relat ions with technical personnel, other area managers, and 
home-office personnel, so as to take full advantage of t he i r 
help to achieve sales goals, reduce costs , and effectively 
Carry out sales programmes, 
^» ^ontnunications : The Area Sales Manager studies and 
analyses the plans, programmes, and pol ic ies originating in 
the home office and in terpre ts them to the sales staff so 
that these plans, programmes and policies can be Effectively 
Coordinated in the areas a c t i v i t i e s . The Area Sales Manager 
and top administration any information aboyt customers and 
markets or aboutt personnel that should be of in te res t to them. 
The Area Sales I'tonager maintains membership in 
professional organisations whose a c t i v i t i e s are of in te res t 
and concern to the division so as to promote bet ter customer 
re la t ions and develop intel l igence sources. 
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PERFORMANCE CRITERIA 
The Area S a l e s Manager 's performance i s consideired 
s a t i s f a c t o r y when: 
t h e a r e a ' s rupee and u n i t s a l e s a r e equa l t o o r exceed 
t h e q u a n t i t i e s budge t ed . 
t h e a r e a ' s t o t a l expenses a r e no h i g h e r t han the amounts 
budge ted . 
- t h e p r o f i t c o n t r i b u t i o n of t h e a r e a o f f i c e and warehouse 
and s t o c k f a c i l i t i e s i s i n l i n e wi th p l a n . 
t h e t u r n o v e r r a t e of a r e a s a l e s p e r s o n n e l i s ma in ta ined 
a t a l e v e l regarded a s s a t i s f a c t o r y by the Sa l e s Manager, 
- 17 -
POSITION GUIDEi SALES OFFICER 
REPORTII'IG HgyiTIONSHIP 
The S a l e s O f f i c e r i r e p o r t s t o t h e Area S a l e s Manager, 
JOB OBJECTIVES 
The Sa le s O f f i c e r c o n t r i b u t e s t o s a l e s and p r o f i t 
o b j e c t i v e s of the B a t t e r y P r o d u c t s D i v i s i o n th rough t h e s a l e s 
of P r o d u c t s w i t h i n t h e s p e c i f i e d ^ © g r a p h i c a l a r e a . 
DUTIES AND RESPONSIBILITIES 
The Sa le s O f f i c e r a s s i s t s t h e a r e a S a l e s Manager i n 
ach i ev ing t h e Sa le s and P r o f i t o b j e c t i v e s of the a r e a 
concerned ; 
The Sa le s O f f i c e r a s s i s t s the a r e a s a l e s Manager in 
t r a i n i n g t h e t e r r i t o r y s u p e r v i s o r s . 
The Sa l e s O f f i c e r a l s o t r a i n s t h e r e t a i l i n g s a l e s -
men of t h e B a t t e r y P r o d u c t s D i v i s i o n . 
The S a l e s O f f i c e r i s r e s p o n s i b l e f o r t h e a t t a i n m e n t 
of s a l e s t a r g e t s w i t h i n the s p e c i f i e d expense b u d g e t . 
The Sa l e s O f f i c e r i s i n s t r u m e n t a l in t h e t r a i n i n g 
of d i s t r i c t s a l e s p e r s o n n e l . 
- 18 -
POSITION GUIDE: TERRITORY SUPERVISOR 
REPORTING REIATIOMSHIP 
The t e r r i t o r y s u p e r v i s o r r e p o r t s fid) t h e S a l e s O f f i c e r . 
I n some c a s e s , t h e t e r r i t o r y s u p e r v i s o r may r e p o r t d i r e c t l y t o 
t h e Area S a l e s Manager . 
JOB OBJECTIVES 
The t e r r i t o r y s u p e r v i s o r c o n t r i b u t e s t o t h e f i n a n c i a l 
o b j e c t i v e s o f t h e B a t t e r y P r o d u c t s D i v i s i o n (BSD) t h r o u g h 
p l a n n e d ^ a l e s o p e r a t i o n s o f b a t t e r i e s , p u r c h a s e d p r o d u c t s and 
f l a s h l i g h t s i n t h e a s s i g n e d t e r r i t o r y j c o m p e t i t i v e m a r k e t s h a r e 
a n d c o s t o f s a l e s . 
DUTIES AND RESPONSIBILITIES 
The t e r r i t o r y s u p e r v i s o r s e l l s E v e r e a d y p r o d u c t s 
( b a t t e r i e s ) i n a s s i g n e d t e r r i t o r i e s . 
- to Dealers (Van operators) 
~ to Re ta i l s t o c k i s t s . 
- To R e t a i l e r s . 
The territory supervisor trains, develops and 
supervisors Van operators (VOs) and/or Retail Stockist 
Salesman (RSs)• The territory supervisor grants represen-
tation of defined products of Union Carbide India Limited. 
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The t e r r i to ry supervisor d i s t r ibu tes products 
through dealers and Van Operation to r e t a i l e r s . 
The t e r r i t o ry supervisor implements Mie advertising 
and sales promotion compaigns within h is t e r r i t o r y . 
The t e r r i to ry supervisor ensures the collection 
of and maintain^the accounts receivables within the norms 
specified. 
The t e r i t ory supervisor selects and recommends 
the appointn«nt of dealers and r e t a i l stoclcists. 
CHAPTER I I 
PRODUCT MIX OF UNION CARBIDE INDIA 
li lMITED 
CHAPTER II 
PRODUCT KDC OF UNION CARBIDE INDIA LIMITED 
Most companies/ whether in manufacturing, wholesaling, 
or retailing, handle more than one product, 
A company may manage a number of items by dividing 
its enterprise into several sectors headed by sector Vice-
President; each sector is divided into several; each group 
consists of several divisions; each division consists of 
several product lines; and each product line consists of 
several products, brand and items. All of these products 
constitute the companys' product mix. 
The above practice of segregating a company is very 
flexible and depends entirely on the number of products 
handled by the company. 
The product mix of a company is best described in 
terms of having a certain width, depth and consistency. The 
width of the product mix refers to how many different product 
lines are found within the company. The width of the product 
mix depends on the definitions established for product line 
boundarie s. 
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The depth of the product fcix r e f e r s to the average 
number of items for length, offered by the company within 
each product l i n e . 
The consistency of the product mix r e f e r s to how 
c lose ly r e l a t e d the va r ious product l i n e s are in end use , 
production requirements, d i s t r i b u t i o n channels , o r in some 
other way. 
Al l th ree dimensions of the product mix have a market 
r a t i o n a l e . Through increas ing the width of the product mix 
i . e . by increas ing the nunrjber of product l i n e s , the company 
hopes to exp lo i t good repu ta t ion and s k i l l s in presen t markets . 
Through increasing the depth of i t s product mix, i . e . by 
introducing d i f fe ren t brands or v a r i e t i e s of the product, the 
company Isx^HJ^s »x hope to en t i ce the patronage of buyers of 
widely d i f fe r ing t a s t e s and needs. Through increas ing the 
consis tency of i t s product mix, the company hopes to acquire 
an \ inparal leled reputa t ion in a p a r t i c u l a r area of endeavour. 
The product mix of a company i s the d i r e c t r e s p o n s i b i l i t y 
of top management. Top management must p e r i o d i c a l l y review 
whether the cur ren t mix of product l i ne s represen t a good 
balance in terras of future sa les growth, s a l e s s t a b i l i t y , and 
p r o f i t a b i l i t y . Markets are continuously changing in t h e i r needs 
and pre fe rences ; competi tors keep enter ing and a l t e r i n g t h e i r 
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market ing s t r a t e g i e s ; and t h e e n v i r o n n e n t i s i n a c o n s t a n t 
s t a t e of .tltix. These f a c t o r s may favour some p r o d u c t s and 
huSt o t h e r s . I t i s f o r t h i s purpose t h a t a company needs 
t o p e r i o d i c a l l y review i t s p r o d u c t mix and o f f s e t Bony 
d i v e r s i t i e s on i t s o b j e c t i v e s . 
CONCEPTUAL REPRESENmTION OF A PRODUCT h'JSX. 
Product 
line 1 
Product 
line 2 
Product 
line 3 
Product 
line 4 
i-a 
2a 
3a 
4a 
Xt) 
3b 
4b 
I c 
3c 
4c 
3d 3c 
Number of i t e m s : 12 
Number of l i n e s s 4 
Average depth j 3 
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PRODUCT MIX OF UNION CARBIDE INDIA LTD. 
Union Carbide I n d i a Limited i s a m u l t i p r o d u c t and 
m u l t i - f a c e t e d e n t e r p r i s e . I t began i t s o p e r a t i o n s i n I n d i a 
way back i n 1905 and f o r t h e f i r s t few decades was concerned 
p r i m a r i l y wi th the market ing of dry b a t t e r i e s JHMBMMMBHPHk 
made e l s e w h e r e . Owing t o p r e s s i n g needs of a dry b a t t e r y market 
Union Carb ide s e t up a number of b a t t e r y p l a n t s i n Ca l cu t t a , , 
L a t e r on , i t s e t up p l a n t s i n Madras and Hyderabad a l s o . 
Today, Union C a r b i d e ' s P roduc t mix I n c l u d e s - b e s i d e s 
f l a s h l i g h t s and b a t t e r i e s c h e m i c a l s , p l a s t i c s , a g r i c u l t u r a l 
p r o d u c t s , cinema a r c c a r b o n s , super a l l o y s , carbon e l e c t r o d e s , 
p h o t o e n g r a v e r ' s p l a t e s , p e s t i c i d e s , e l e c t r o l y t i c managonese 
deoxide , wa t e r r e c l a m a t i o n from sa lvage and on board f r e e z i n g 
and p r o c e s s i n g of s h r i n g s . 
Union Carbide a l s o h a s t h e d i s t i n c t i o n of so lv ing 
s p e c i a l i s e d t e c h n i c a l problems f o r de fence . P o s t & t e l e g r a p h . 
Railways and such i n d u s t r i e s a s r a d i o , p r i n t i n g , e n g i n e e r i n g 
and p l a n t p r o t e c t i o n . 
Although Union Carb ide has 14 p r o d u c t l i n e s exc lud ing 
t e c h n i c a l s e r v i c e s p rov ided t o v a r i o u s i n d u s t r i e s , i t s 
b i g g e s t r evenue e a r n e r i s b a t t e r i e s . In f a c t Union Carb ide 
- 24 -
is better known for its famous Eveready brand of batteries* 
it manufactures 19 different types of torch, transistor and 
appliance batteries. Union Carbide batteries account for 
over 53% of the total annual tuimover of the company. 
The total annual turnover of the different product 
lines of Union Carbide for the year 1983 is summarised in 
the following figure. 
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ANNUAL TURNOVER OF DIFFERENT PRODUCT 
LINES OP UNION CARBIDE INDIA LTD, FOR THE YEAR 1983. 
1983 SALES 
QUANTITY RS,(lalchs) CIASS OF GOODS UNIT 
P e r c e n t a g e 
o f s a l e s 
1 . 
2 . 
3 . 
B a l t t e r i e s 
F l a s h l i g h t 
c a s e s 
Arc C a r b o n s 
m i l l i o n 
p e s 
m i l l i o n 
p e s 
m i l l i o n 
p e s 
4 . I n d u s t r i a l Carbon 
E l e c t r o d e s & m i l l i o n 
s h a p e s p e s 
5 . p h o t o - e n g r a v e r s Tonne 
p l a t e s / s t r i p s 
f o r P r i n t i n g 
6 . S t e l l i t e C a s t i n g s 
Hard P a c i n g & Tonne 
Tube Rods 
7 . E l e c t r o l y t e Tonne 
manganese D i o x i d e 
8 . C h e m i c a l s Tonne 
9 . P o l y e t h y l e n e Tonne 
l O . P e s t i c i d e s Tonne 
1 1 . Mar ine P r o d u c t s Tonne 
1 2 . o l e f i n s & O t h e r s 
1 3 . P u r c h a s e d P r o d u c t s 
B, T e c h n i c a l S e r v i c e P e e s 
5 0 4 . 2 1 0 9 , 7 3 . 7 6 
6 .5 1 3 , 8 5 . 0 5 
7 . 6 
0 . 5 1 
407.3 
4 ,38.04 
1 3 . 4 3 
1 , 3 0 . 4 2 
2 0 9 , 7 2 . 8 5 
3 3 . 9 7 
2 1 0 , 0 6 , 8 2 
5 2 . 2 4 
6 . 6 
2.08 
0 . 0 6 
0 . 6 4 
1 4 . 9 
566 
7311 
8096 
1500 
430 
9 7 . 0 7 
1 , 2 2 . 0 8 
1 1 , 6 3 . 4 1 
3 3 , 8 4 . 6 4 
1 7 , 2 9 . 0 0 
4 , 2 2 . 7 9 
8 , 9 7 . 3 7 
2 , 1 5 . 4 9 
0 . 4 7 
5 ,64 
5 .64 
1 6 . 2 
8 . 2 
2 . 0 5 
4 . 2 5 
1 .06 
100 
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The f igures on the preceding page give credence to 
the f a c t t h a t b a t t e r i e s as a c l a s s of goods (a d i s t i n c t product 
line) account for the maximum turnover of Union Carbide India 
Limited, in 1983^ 504,2 mi l l ion p ieces of b a t t e r i e s were sold 
in India which yielded a revenue of Rs,109.74 c r o r e s . 
However, Union Carb ide ' s Operations are not Jus t 
l imited t o b a t t e r i e s a l one . As can be in fe r red from the 
f igures , on the preceding page. Union Carbide has done well 
for i t s e l f in other f i e l d s of endeavour. 
Polyethylene i s the second l a r g e s t revenue earner 
for Union Carbide, The polyethylenes, chemicals and p l a s t i c s 
p lan t of union Carbide i s located in Trombay in Maharashtra. 
This chemicals p lan t i s alcoho25 - based and u t i l i s e s a lcohol 
derived from molasses. This p l a n t i s known as Carbide Chemicals 
Company. This p l an t a l so turns out a number of petrochemical 
gases such as ethylene, propylene, ace ty lene , benzene and 
dripolene - which are the feedstocks for the manufa<fiture of 
p l a s t i c s and a host of chemicals . Ethylene from the cracker 
xinit i s piped t o the p l a n t s polyethylene u n i t where i t i s 
converted in to polyethylene granules . The Carbide Chemicals 
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turned out 7311 tonnes of chemicals y ie ld ing a revenue of 
Rs . l l . 64 c ro res and 18096 tonnes of polyethylene which fetched 
a revenue of Rs. 33.85 c r o r e s . 
Union Carbide has a pes t i c ide manufacturing and 
formulation -unit a t Bhopal. India loses some Rs.5000 crores 
worth of crops each year because of pes t s in the f i e ld and in 
warehouses. To help a l l e v i a t e t h i s s i t u a t i o n . Union Carbide s e t 
up the SEVIN formulation p l a n t in Bhopal in 1968. SE7IN 
Carbaryl i s a v e r s a t i l e carbamate i n s e c t i c i d e , which i s safer 
to handle and con t ro l s over 180 pes ts in about 100 d i f f e r en t 
crops including paddy, sorghum, com, pu l se s cotton e t c , which 
are the major crops of I n d i a . In response t o the coun t ry ' s 
growing demand for b e t t e r and safer p e s t i c i d e s , the company 
a l loca ted Rs. 19 crores to expand the Bhopal complex to 
manufacture Methyl Isocyanate (MIC) based p e s t i c i d e s . In 
1983, Union Carbide India Limited manufactured 1500 tonnes 
of p e s t i c i d e s which yie lded a revenue of Rs. 17.29 c r o r e s . 
Union Carbide has a f l a s h l i g h t p l a n t in Lucknow 
which produces 29 d i f f e r en t types of aluminitom, brass and 
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p l a s t i c f l a sh l i gh t s^ In 1983^ the conpany sold 6.5 mi l l ion 
pieces of f l a sh l igh t cases which yielded a revenue of Rs.13,85 
c r o r e s . 
Union Carbide 's Carbon Products P lan t manufactures 
a rc carbons for the cinema indus t ry . NATIONAL arc carbons are 
used both in India and abroad. In 1983, 7.6 mil l ion p a i r s of 
carbon a rcs were sold which yielded Rs. 4,38 c r o r e s . 
in the area of Marine Products Union Carbide has 
s izeable i n t e r e s t s in shrimp Trawling. This i s a one hundred 
percent expor t -or iented p r o j e c t . Today, there i s a shore 
processing p l an t a t Viskhapatnam and 10 t rawlers k^ BBilto aire 
engaged in deep sea t rawl ing in the Bay of Bengal. Union 
Carbide Shrimp earned Rs. 4.23 crores in 1983. 
Prom the above d e t a i l s , we can apprec ia te the f a c t 
the Union Carbide 4s a raultiproduct, mul t i face ted organisa t ion , 
Some of i t s product l i n e s are c lose ly r e l a t e d whereas o the r s 
have no co r r e l a t i on among them a t . In f a c t one often wonders 
how a b a t t e r y company can indulge in tawling business and yet 
make a success out of i t . 
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The p r o d u c t mix o f Union C a r b i d e c a n be s a i d t o h a v e 
p a r t i a l c o n s i s t e n c y o n l y . Some p r o d u c t l i n e s a r e d e f i n i t e l y 
c l o s e l y r e l a t e d t o one a n o t h e r i i i end p r o d u c t i o n r e q u i r e m e n t s g i 
d i s t r i b u t i o n c h a n n e l s e t c b u t some of t h e p r o d u c t l i n e s o f Union 
C a r b i d e i n p e d e an o v e r a l l h i g h d e g r e e of c o n s i s t e n c y . 
SALIENT FEATURES OF BATTERY AS A PRODUCT LINE OF UNION CARBIDE 
INDIA LIMITED 
The maximum c u r r e n t t h a t may be t a k e n from a b a t t e r y 
i s l i m i t e d o n l y by i t s i n t e r n a l r e s i s t e n c e . The maximum 
a v a i l a b l e c u r r e n t i s n o r m a l l y much g r e a t e r t h a n t h e e c o n o m i c a l 
c u r r e n t , so from a c u r r e n t d r a i n s t a n d p o i n t , two f a c t o r s 
i n f l u e n c e t h e c h o i c e of d r y b a t t e r i e s . These a r e o p e r a t i n g 
c o s t a n d s i z e o r aBMBPlA^^AjpUt. 
BATTERY LIFE 
F i v e f a c t o r s d e t e r m i n e t h e l i f e o f a d r y b a t t e r y i n 
any a p p l i c a t i o n . These a r e : 
1 . I n i t i a l c x i r r e n t D r a i n 
2 . D a i l y e p e r a t i n g Time. 
3 . End P o i n t V o l t a g e . 
4 . T e m p e r a t u r e . 
5 . S t o r a g e P e r i o d P r i o r t o U s e . 
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A quest ion most frequently asked by the user i s , *How long 
wi l l the b a t t e r i e s l a s t in my ba t t e ry operated device ? . The 
following information provides the answer: 
1 , TYPE OF SERVICE : The use for which the b a t t e r i e s a r e 
required, for example: Vacuum tube f i laments , vacuum tube p la t e 
supply, pure r e s i s t ance or t r a n s i s t o r , 
2 . INITIAL DRAIN : The c^^rrent in mi l l i acperes t h a t the ba t t e ry 
wi l l be expected to d e l i v e r a t fu l l v o l t a g e , 
3- OPERATING SCHEDULE : The da i ly time i n t e r v a l , or i n t e r v a l s , 
during which the ba t t e ry w i l l be required to de l ive r c u r r e n t . 
The most commonly used operat ing schedules are continuous, 12 
hours per day, 4 hours per day and 2 hours per day. A prompt 
answer can be foxind i f one of these popular schedules i s 
ind ica ted , i f an uncomiion schedule i s ind ica ted , a delay in 
obtaining an answer may r e s u l t . 
4 . END POINT VOLTAGE : The voltage below which the b a t t e r y 
i s no longer useful i s termed as the 'End po in t V o l t a g e ' . For 
example the most common end-point for t r a n s i s t o r r ece ive r s 
i s 0.8 v o l t per 1.5 v o l t c e l l . 
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SOME HINTS FOR GETTING BEST PERFORMANCE OUT OF DRY BATTERIES 
1. Bat tery Select ion should be made to s u i t the equipment 
keeping in mind the following p o i n t s : 
(a) Nominal vol tage 
(b) Current Drain - heavy^ medium or low, 
(c) p a t t e r n of use - continuous^ i n t e r m i t t e n t , e t c . 
(d) Service l i f e expected, 
(c) S i z e . 
2 . When the equipment i s not i s use i t s switch should be 
tuned off. 
3 . occas iona l r e s t s increase service l i f e of djry b a t t e r i e s , 
4 . B a t t e r i e s should be taken out and s tored separa te ly 
during long perdods of non-usage. 
5 . When not in use, b a t t e r i e s should be s tored , in a cool , 
dry place away from sun l igh t . 
6 . Dry b a t t e r i e s should not be charged. They are not 
rechargeable t ypes , 
7 . Used up b a t t e r i e s should be areplaced without de lay , 
8 . While replacing b a t t e r i e s cace should be taken to see 
t h a t a l l the used b a t t e r i e s are replaced a t a t ime. 
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9• P rope r check ing shou&d be done t o e n s u r e c o r r e c t 
p o l a r i t i e s , 
BATTERY SERVICE I^FE 
The ampere - hour c a p a c i t y of a be lanche type of d ry 
b a t t e r y i s n o t a f ixed v a l u e . IT v a r i e s w i th c u r r e n t d r a i n , 
o p e r a t i n g s c h e d u l e , c u t - o f f v o l t a g e , t empera tu re and s t o r a g e 
p e r i o d of the b a t t e r y p r i o r t o u s e . For t h e convenience of 
the d e s i g n e r s and u s e r s . Union Cambide have quoted in t h e 
fo l lowing t a b l e the s t a n d a r d t e s t s and t h e cor responding 
minimum s e r v i c e s s p c i f i e d by t h e Ind ian S tandard I n d i t u t i o n 
f o r the major t ypes of d ry b a t t e r i e s . The da ta a r e f o r f r e s h 
b a t t e r i e s t e s t e d on c o n s t a n t r e s i s t a n c e s a t 80°P and a t t h e 
s t anda rd schedu les fo r 6 days a week. A l l Evere^dy b a t t e r i e s 
meet o r exceed these s p e c i f i c a t i o n s . 
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BATTERY SERVICE LIFE 
CELL SIZE APPfeiCATION STARTING 
DRAIN 
( m i l l i a n p s ) 
END POINT SCHEDULE 
VOLTAGE OP D I S -
CHARGE 
PER DAY 
RATED 
LIFE 
( M i n i -
ntum) 
IR 20 
IR 14 
IR 6 
2R10 
6F100 /2 
6P100 
6P22 
R a d i o 
Torch 
Rad io 
Torch 
Rad io 
T o r c h 
Torch 
Rad io 
Rad io 
Rad io 
3 7 . 5 
300 
20 
300 
10 
300 
300 
20 
20 
10 
0 .9V 
0.9V 
0.9V 
0.9V 
0.9V 
0.9V 
1.5V 
5.4V 
5.4V 
5.4V 
4 Hrs. 150 Hrs. 
30 Mts. 650 Mts. 
4 Hrs loo Hrs, 
10 Mts 
4 Hrs 
240 Mts. 
84 Hrs. 
5 Mts. loo Mts. 
5 Mts. 110 Mts. 
4 Hrs. 500 Hrs. 
4 Hrs. 230 Hrs, 
4 Hrs. 25 Hrs, 
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BATTERY AS A PRODUCT LINE OF UNION CARBIDE INDIA LIMITED 
Although Union Carbide deals in 14 different product 
lines, it is nvost popularly known for its famous 'EVEREADY' 
brand of batteries. Eveready batteries alone accoxint for over 
53% of the total receipts of Union Carbide. 
In terms of width of the Product line too, Eveready 
batteries surpass all other product lines. The battery product 
line comprises around 19items each of which have a very high 
market share. Some of the battery products of Union Carbide 
command a market share of 100%. Most of the custom built 
batteries catering to government and military orders fall in 
this category. 
Union Carbide is the only battery manufacturing 
company in India which produces pack batteries, thereby 
commanding a market share of 100%. 
In terms of voltage too, Eveready batteries outclass 
all other brands. Eveready batteries are manufacture^ in 
10 different voltages, each having a specified major use with 
their own current range. 
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STg^DARD EVEREADY BATTERIES 
Union Carbide I n d i a Limited p roduces mainly 3 t y p e s 
of b a t t e r i e s which a r e i n t e r i j a t i o n a l l y r e f e r r e d to a s f o l l o w s : 
SIZE INTERNATIONAL CODE 
D (Large) IR20 
C (Medium) IR14 
AA ( P e n l i t e ) IR6 
The production and sales of the aforesaid 3 types of batteries 
are as follows 
SIZE gRODUGTION AND SALES (%) 
D (IR20) 84 
C (IR14) 6 
AA (IR6) IQ 
Union Carbide a l so produces l imited q u a n t i t i e s of packs of 
9 v o l t s and 6 v o l t s . Some of these packs are custom b u i l t 
which c a t e r to government and mi l i t a ry o r d e r s . The t o t a l 
offtake of such orders amovmts to aroxind 1%, 
Eveready B a t t e r i e s , the product of Union Carbide are 
manufactured for the fo l lowing . 
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1. Torch 
2» Transistor radio; and 
3 . E l e c t r o n i c e q u i p n e n t . 
The p r o d u c t l i n e E v e r e a d y b a t t e r i e s c o n s i s t s of t h e f o l l o w i n g 
i t e m s : 
SIZE BRAND NAMB/NUMBER 
D (IR20) ! • WHITE - F l a s h l i g h t B a t t e r y 
NO - 950 
2, RED - Transistor Battery 
Nd - 1050 (Leakproof). 
3. BLUE - General Purpose 
NO - 915 (Lealqjroof) 
D (IR14) 1. WHITE - Flashlight Battery 
NO - 935 
2. RED - Transistor Battery 
No - 1035 (Leakproof) 
3. BLUE - General Purpose Batteiry 
NO - 915 M 
AA (IR6) 1. BLUE - General Purpose 
NO - 925 (LeadKproof) 
2. RED - Transistor 
NO - 10l5 (Leakproof) 
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EVERADY PACKS 
BRAND NUMBER 
216 
234 
276 P 
273 
275 
266 
490 
413 
412 
411 
286 
CAPACITY 
9 Volts 
6 Volts 
9 Volts 
6 Volts 
6 volts 
9 Volts 
90 Volts 
30 Volts 
22.5 Volts 
15 volts 
9 Volts 
PURPOSE 
Transistor Battery 
Transistor Battery 
Transistor Radio 
Battery - Super 
Transistor Radio and 
other electronic 
applications 
Transistor Radio and 
other electronic 
applications. 
Transistor Radio and 
other electronic 
applications. 
Radio 'B' Battery 
(For use in Tropics) 
Photoflash, Electronic 
and Transistor 
Radio Battery 
Photoflash, Electronic 
and Transistor 
Radio Battery 
Photoflash, Electronic 
and Transistor 
Radio Battery 
Transistor Radio 
Battery 
509 6 volts Lantern Battery 
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BRAND NUMBER CAPACITY PURPOSE 
703 
468 
6 Volts Flashlight (built in) 
67.5 Volts Exploder and Industrial 
Applications. 
6G 1.5 Volts Genera l Purpose , 
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CHAPTER I I I 
DISTRIBUTION SET-UP OF UNION CARBIDE INDIA 
LIMITED 
In t o d a y ' s economy, most p roduce r s do n o t s e l l t h e i r 
goods d i r e c t l y t o t h e f i n a l u s e r s . Between them and t h e f i n a l 
u s e r s s t a n d s a h o s t of market ing i n t e r m e d i a r i e s performing 
a v a r i e t y of f unc t i ons and b e a r i n g a v a r i e t y of names. Some 
i n t e r m e d i a r i e s such a s w h o l e s a l e r s and r e t a i l e r s buy, t a k e 
t i t l e t o , and r e s e l l t he merchandise? t hey a r e c a l l e d merchant 
middlemen« Othe r s ~ such a s b r o k e r s manufac tu re r s r e p r e s e n -
t a t i v e s , and s a l e s a g e n t s - sea rch f o r cus tomers and may 
n e g o t i a t e on beha l f of t h e p roducer b u t do n o t t a k e t i t l e t o 
the goods ; they a r e c a l l e d agen t middlemen; s t i l l o t h e r s - such 
a s t r a n s p o r t a t i o n companies , independent warehouses , banks 
and a d v e r t i s i n g a g e n c i e s - a s s i s t in t h e performance of 
d i s t r i b u t i o n bu t n e i t h e r t ake t i t l e to goods no r n e g o t i a t e 
pu rchase s o r s a l e s ; they a r e c a l l e d f a c i l i t a t o r s . 
A company's d i s t r i b u t i o n p o l i c i e s a r e impor t an t d e t e r -
minants of t h e func t ions of i t s s a l e s d e p a r t m e n t . The c h o i c e 
of a p a r t i c u l a r market ing c h a n n e l , o r c h a n n e l s , s e t s t h e 
p a t t e r n f o r s a l e s fo rce o p e r a t i o n s , both g e o g r a p h i c a l l y and 
with r e s p e c t t o the k i n d s and c l a s s e s of custoraera from whom 
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sales personnel s o l i c i t orders. The decision on the number 
of ou t le t s that are to handle <tfie product a t each dis t r ibut ion 
level affects the size and nature of the manufacturer's sales 
organisation and the scope of i t s a c t i v i t i e s . Related decisions 
concerning cooperation extended to and expected from the 
middlemen also influence the nature of the sales departments' 
operation and the salesperson's jobs. 
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DISTRIBUTION OUTLETS OF THE BATTSRY PRODUCTS DIVISIONS OF 
UNION CARBJDE 
one o f t h e d i s t i n c t i v e s t r e n g t h s o f Union C a r b i d e I n d i a 
L i m i t e d i s i t s e x t e n s i v e s a l e s n e t w o r k . I t s u n i q u e m a r k e t i n g 
s e t u p e n s u r e s t h a t t h e p r o d u c t s a r e a v a i l a b l e when and 
w h e r e v e r t h e y a r e n e e d e d . 
The corrpany h a s 3000 d i r e c t d e a l e r s and 260 ,000 r e t a i l 
o u t l e t s f o r i t s b a t t e r y p r o d u c t s , e n s u r i n g t h e p r a c t i c a l l y 
e v e r y v i l l a g e i n I n d i a i s s e r v e d by u n i o n C a r b i d e . 
Types o f D e a l e r s - B a t t e r y P r o d u c t s 
1 . VAN OPERATORS 
2 . RETAIL STOCKISTS 
RETAIL OUTLETS 
1 . R a d i o D e a l e r 
2 . G e n e r a l M e r c h a n t 
3 . G r o c e r 
4 . C h e m i s t 
5 . S u p e r - B a z a a r 
6 . C o o p e r a t i v e S t o r e s 
7 . S t a t i o n a r y M e r c h a n t 
8 . Pan Shop 
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Break-up of Bat tery Offtake through d i f f e r e n t Re ta i l Out le t s 
Re ta i l o u t l e t % of Battery Offtake 
Radio Dealer 12 
General Merchant 28 
Grocer 49 
Chemist 01 
Co-operative Stores 03 
S ta t ionary Merchant 03 
Pan Shop 04 
Union Carbide deals d i r e c t l y with the customers in two ways -
1. Van Operation 
2. Retail Stocking 
Van Operation - Van Operation i s indulged in by dealers 
having t h e i r own vans . Van Operation covers big Van Operated 
towns (a lso Snown as own towns) . These include Van I-larkets 
excluding the Re ta i l S t o c k i s t ' s (RS) markets . 
Sach Van Operator should have a t l e a s t one Van 
Operated by 
a) a Van dtiver 
b) a Van Salesmen 
c) a helper (this is optional) 
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Normally, upcoiintry Van operated towns are looked 
a f t e r by one Van Operator only (in case the town i s small) . 
But i f the town or c i t y i s b ig , there can be a su f f i c i en t 
nximber of Van Operators in such towns or c i t i e s . Union Carbide 
has more than 450 vans as of today, each Van Operating in a 
group of markets.Vli^^ich i s known as i t s Van's Own market and 
thus each van has a separate Van Jbne for i t . Union Carbide 
thus has 450 Van ^ones - these zones are in te rspersed in 22 
s t a t e s and 10 Union t e r r i t o r i e s of Ind ia . 
R e t a i l Stocking : This i s a non-Van operat ion ca te r ing to 
the R e t a i l S tockis t s own RS town, A r e t a i l s t o c k i s t has one 
Re ta i l salesman who d i s t r i b u t e s stock on e i t h e r a cycle Van 
or a rickshaw Van. 
At p resen t khere are rough^ly 1500-1800 Reta i l s t o c k i s t s 
ca t e r ing t o the 200000 r e t a i l e r s a l l over Ind ia . 
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TRADE RELATIOHS MIX OF UNION CARBIDE INDIA LIMITED 
No manufacturer's marketing programme is complete if 
it lacks plans for securing and maintaining the cooperation 
of the distributive outlets. The fortxines of manufacturers rise 
and fall with those of their distributors and dealers. If 
distributors and dealers succeed in selling the product, the 
manufacturer also succeeds. If they fail, the manufacturer 
fails. 
Distributive outlets are vital links in marketing 
channels, for they are charged with making the "payoff* sales. 
Unless the supply of product flows through to final buyers, 
the marketing channel becomes clogged, and all previous 
personal selling and other marketing efforts are wasted. 
As such, 
attention should be given to securing and maintaining harmonious 
vrarking relationships with the distributive networks as to 
building and maintaining favourable reputations with final 
buyers. 
In conveiving the tasks to be performed by different 
channel members, the producer must determine the mix of 
conditions and responsibilities that must be established among 
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the channel members to get the tasks performed effectively 
and enthusiastically^ The trade-relations mix is capable of 
many variations and introduces a still further dimension of 
alternatives. 
The main elements in the 'trade-relations mix of Union 
Carbide as a consumer goods company are: 
a) Terms and Conditions of Sale 
b) Territorial rights 
c) Quotas 
d) Mutual serv ices and r e s p o n s i b i l i t i e s of 
both p a r t i e s . 
^) Terms & Conditions; Union Carbide e s t a b l i s h e s a l i s t 
p r ice and then allows discounts from i t to var ious types of 
in termediate customers and for various q u a n t i t i e s puixihased. 
At p resen t . Union Carbide has placed the difference 
between dea le r purchase p r i ce and consumer pr ice a t 18%. 
The t rade margin i s determined by dividing consumer purchase 
price by d i s t r i b u t o r ' s p r i c e , 
m J y^, «. 4 Consumer Price , , _ _, Trade Margin = D i s t r i bu to r ^ ^0° 
Price 
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Conditions of sale refers to the payment terms and to producer 
guarantees, i'ksst producers grant discounts to their distribu-
tors for early payment. For example, "2 percent in lO days, 
net 30" means that distributors can deduct 2% from the invoice 
price if they pay within 2L0 days, or otherwise they must pay 
the full price within thirty days. 
Union Carbide is different in this respect. It does 
not grant credit to its customers and insists on payment in 
Cash or by draft. The philosophy behind this is to eliminate 
the possibility of bad debts. However, Union Carbide does 
provide, in exceptional cases, 7 days' credit to very old 
and solvent customers. 
Some specific terms and conditions of sale of Eveready 
batteries are as follows: 
1. These terms and conditions apply to all orders despatched 
by the company within the territory of India and Nepal. 
2. orders will be accepted by the company in standard 
Caselot quantities or multiples thereof with a minimum 
quantit^r of 10 cases of one or more types. 
3. All orders are subject to acceptance by the company either 
in full or in part. At any time subsequent to acceptance. 
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the Company may cancel a l l or any p a r t of an order 
without being l i a b l e for any damage whatsoever. 
4 , The p r i c e includes the t r anspor t chaa-ges/freight from the 
factory to the place of del ivery mentioned in the o r d e r . 
Whenever so necessary goods w i l l be despatched 'F re igh t 
to pay* and the amount of f r e igh t so payable w i l l be 
deducted from the Invo ice . 
5 , The pr ice a lso includes the Excise duty but i s exclusive 
of a l l other taxes l ike Sale tax, o c t r o i , Terminal Tax, 
Purchase Tax e t c , 
6 , The p r i c e a lso includes charges for normal primary 
packing. Additional/Secondary packing w i l l be charged 
ex t ra as follows: 
A. Rs.31,00 per case for Type Nos. 950Q, 95QM, 1050, 
1050D and 1050M. 
B. Rs. 24.00 per case for Type No. 12B0. 
C. Rs.10.00 per case for Type No. 950. 
D. Rs. 10.00 per case for Type Nos.935, 935M, 1035, l035M 
and 1235. 
E. Rs . l8 .00 per case for Type Nos, 915 and 1015. 
P . Rs . 7.00 per case for Type No. 216. 
- 51 -
7 . The p r i c e i s subject to change a t the option of the 
Coinpany without no t ice so t ha t the goods may be invoiced 
by the Conpany a t Company's o f f i c i a l p r i ce in e f f ec t on 
the date of shipment and the customer w i l l accept the 
same* 
8 . On a l l shipments by the company, a t r ade discount on t he 
l i s t p r i c e of a l l products w i l l be allowed a t r a t e s 
n o t i f i e d from time to t ime . The p re sen t r a t e of t r ade 
d iscount i s 3%. 
9 . Payment for orders accepted by the Company may be made by 
Cash in advance or aga ins t documents through scheduled 
bank, a t the option of the company. 
10. The Company w i l l assume no r e s p o n s i b i l i t y for non-del ivery 
of o rders caused by circiimstances beyond i t s c o n t r o l . 
11 . The Con^jany's r e s p o n s i b i l i t y and l i a b i l i t y in r e spec t of 
goods despatched s h a l l cease on i t s securing a c l e a r 
negot iable r ece ip t from a publ ic c a r r i e r and the company 
the coiTjjany wi l l no t be l i a b l e for l o s s , shor t de l ive ry 
p i l f e r age shortage in t r a n s i t , damage of any nature or 
for any other reason whatsoever regard less of whether 
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the Company sha l l have re ta ined con t ro l over the goods 
by endorsing the c a r r i e r ' s r e c e i p t to ' s e l f or by any 
o the r means. 
12. Delivery of goods s h a l l be deemed to be completed as soon 
as the goods reach the place of de l ivery mentioned in the 
o r d e r . The property in the goods s h a l l pass from the 
company to the customer when the company has despatched 
limHIJHHBHMBn the goods and secured a c l ea r negot iab le 
ireceipt from a publ ic c a r r i e r . 
13 . To cover i t s contingent l i a b i l i t y on account of a l l poss ib le 
claims of sa les tax or o ther taxes connected with sa l e 
of goods^ the company reserves the r i g h t to c o l l e c t such 
amount from the customer as may be reasonably required 
to cover such cont ingent l i a b i l i t y . 
14. All weights and dimensions are approximate. 
15 . Su i t s in respec t of any disputes a r i s i n g out of a c o n t r a c t 
s h a l l be f i l ed only in the cour t heving j u r i s d i c t i o n 
over the place from where the supply pursuant to a con t r ac t 
has been made by the Conpany. 
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b) Ter r i to r i a l r ights 
The in te l l igent design of sales t e r r i t o r i e s f a c i l i t a t e s 
the planning and control of sales operations. Well-designed 
t e r r i t o r i e s a ss i s t sales management in i t s attempt to improve 
market coverage and customer service, reduce selling expense 
ra t ios , secure more effective coordination of personal sel l ing 
anda advertising effor ts , and itrprove the evaluation of personnel 
performance. 
Union Carbide strongly subscribes to the above f ac t s . 
The 22 s ta tes and lO Union t e r r i t o r i e s of India have been 
segregated into a number of t e r r i t o r i e s on the basis of certain 
demographic variable such as income level; population, urban 
and jrural areas . Consequent to th i s , Uttar Pradesh has been 
divided into the highest ntimber of t e r r i t o r i e s , followed by 
Bihar and Madhya Pradesh, In a l l . Union Carbide has over 250 
t e r r i t o r i e s to cater t o . 
The t e r r i t o r i a l r ights of the d i rec t dealers of the 
Company, nanely the Van Operators and Retail Stockists are 
well defined. The d i rec t dealers are assigned a specific 
t e r r i t o ry (of the i r choice) and th is becomes permanent. These 
dealers have to operate only in their own te r r i to ry and they 
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cannot encroach upon any other t e r r i t o r y . Each year^ Van 
Zone and Retail Stockist targets are fixed for the d i rec t dealers, 
Any nev/ entrants in a specific t e r r i to ry have to be f i r s t 
approved of ( th is i s a mere formality) by the existing dealers 
of that t e r r i t o r y . 
<^) Quotas - Quotas are quanti tat ive objectives assigned to 
specific sales t e r r i t o r i e s . As standards used for appraising 
sell ing effectiveness, quotas specify desired performance 
levels for sales volume; such budgeted items as expenses, gross 
margin, net prof i t , and return on investment; accomplishing 
sel l ing related and non-selling related a c t i v i t i e s ; or some 
combination of these items. All quotas have a time dimension^ 
they quantify what management WKttKK^ in the way of accompli-
shment within a given period. 
Union Carbide views quotas are devices for directing 
and streamlining sales operations. The Company bases quotas 
on information derived from sales forecast, studies of market 
and sales potent ia ls , and cost estimates. 
Union Carbide does not follow any se t procedures for 
allocation of quotas of different t e r r i t o r i e s . In the past , 
the Company used to assign quotas on the basis of market s ize . 
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the buyer ' s a b i l i t y to handle any amount of business and i t s 
own d i s c r e t i o n . 
Of l a t e , however, the company has been assigning quotas 
on the b a s i s of pas t years s a l e s . Nowadays, Union Carbide 
simply takes l a s t yea r s ' s a l e s for each t e r r i t o r y , increases 
them by 2554 and uses the r e s u l t s as sa l e s volume quo tas . Union 
Carbide has recent ly resor ted to t h i s procedure as the p a s t 
five years sa les have shown a steady r i s e in sa les volume of 
b a t t e r i e s , 
^) r^ '-'-^ T--^ T services and r e s p o n s i b i l i t i e s i These are a fourth 
element of Union Carbides* t r a d e - r e l a t i o n s u i x . union Carbide 
provides f ree point of purchase display ma te r i a l s to r e t a i l 
s t o c k i s t s . Moreover/ the company provides a number of incen-
t i v e s to t he d i s t r i b u t i o n in te rmedia r ies . I t frequently 
organises sa l e s con tes t s for d e a l e r s . 
Union Carbide often s t imula tes i t s dea le r s i n d i r e c t l y 
by using foraing methods to promote ptirchase by u l t imate 
consumers. These forcing methods include couponing, sampling, 
consxjmer contents , premium p lans , ' rupees-off • promotions 
and spec ia l in t roductory o f f e r s . These forcing methods have 
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more than often been instrumental in overcoming dealer 
l e thargy . The Evereaxiy Goldmine wontest of 1984 i s a p o i n t 
t ha t subscr ibes PH to t h i s . The dealers of Union Carbide 
India Limited have always reciprocated the generous ges tu res 
of the Company by cooperating with new promotional programmes, 
furnishing requested information and by exceeding the s a l e s 
t a r g e t by as high as ^50%. 
CHAPTER IV 
SALES PBLICIES AND PROCEDURES OF UNION 
CARBIDE INDIA LIMITED 
CHAPTER IV 
SALES POLICIES AMD PROCEDURES OF UNION 
CARBIDE INDIA LIMITED 
As re i te ra ted in the preceding chapters, the intermediate 
customers of Union Carbide are the Van operatoj;s (VOs) and Retail 
Stockists (RSs). Sk In Chapter IV, we examined the infrastructural 
framework of the dis t r ibut ion channel used by Union Carbide for 
placing i t s battejry products within easy reach of the f ina l consu-
mers. I t i s evident that the Van Operators and Retail s tockis ts 
(who are deemed to be the wholesalers of the company) play the 
most crucia l role in the dissemination of the battery products 
of Union Carbide India Limited. 
In th i s chapter we shal l discuss the sal ient features 
of the sa3.es pol ic ies and procedures of Union <-arbide with 
respect to customer appointment, t e r r i to ry set-up, planned 
journey cycle, ins t i tu t iona l sales and promotional aids of the 
company with a view to streamlining i t s sales ac t i v i t i e s nnd 
maintaining i t s ever dominant market share. 
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CUTQMER APPOINTHKNT 
Purpose - Union Carbide appoints the Van Operator for his local 
tovm and assigned rural market coverage. 
It appoints the Retail stockist for his local town coverage. 
Trade remiineration will be as per terms and conditions reflected 
in the current price list and also applicable terms and conditions 
stipulated from time to time by the Battery products Divisional 
Office (BPDO). 
Inplementation - Appointment is made after the following details 
have been satisfied. 
a) I^dentification of need market potential. 
b) Locating the party after analysing the: 
- products handled. 
- financial status 
- manpower. 
- cooperation-
- counter sales. 
c) Explanation of the company's terms and remuneration aga ins t 
the job expected of the Van Operator and/or R e t a i l S tockis t to 
Service t h e i r assigned markets as per the terms and condi t ions of 
union Carbide. 
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d) F i l l i n g in the CI and CBD forms completely with c o r r e c t codes, 
e) Sending the photoc6pies of the Van r e g i s t r a t i o n c e r t i f i c a t e 
of the Van to be used exclus ively for operat ion in the case of 
the Van Opera tor ' s appoinJhment, 
P r io r clearance of the head of f ice of Union Carbide 
i s a must for appointment of customers. 
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TERRITORY SET-UP 
Purpose - a) A territory must provide for a minimum of 24 days 
work per journey cycle. 
b) The retail stockist must be appointed in markets having popu-
lation of 10,000 and yield business of lO cases every alternate 
month for the products of Union Carbide. Other markets are to be 
serviced by Vans. 
c) District boundaries should be maintained. Territories must 
comprise full districts wherever possible. 
Implemen tat ion : a) The Van Operator (VO) should be appointed with 
one Van of monthly coverage of 24 days. 
b) The retail stockist is to be appointed to cover local tovms 
only. 
(c) Van Operators should be located pareferably in district headquar-
ters. 
d) Van Operators should be appointed for covering a part, one or 
two districts maintaining district boundaries. 
e) Territory supervisors are required to work 24 days in a Journey 
Cycle (JC) covering the re tails toe king and Van Operation tovms 
and give minimum 25/^  coverage of their Jouxmey Cycle (JC) in Van 
market. 
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Control : Control i s exerc ised on t e r r i t o r i a l operation 
through -
a) Territoiry/^^stomer Report and Ter r i to ry Supervisor 
market coverage Report. 
b) Maintenance of Data-bank for the t e r r i t o r i e s . 
c) I te r r i tory realignment a t the beginning of each year . 
Authori ty - The t e r r i t o r y se t -up i s recommended by the Area 
Sales Manager and approved by the Sales Manager, 
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PLANNED JOURNEY CYCLE 
Planned jou rney c y c l e i s a monthly c y c l i c a l deployment of 
t h e e n t i r e s a l e s fo rce of Union Carbide f o r t h e achievement of 
t h e t a r g e t fo r t h e p a r t i c u l a r t e r r i t o r y . 
Purpose : a) p lanned j o u r n e y c y c l e i s des igned fo r 24 d a y s / 
240 working days a y e a r . 
b) E n t i r e VO and RS towns must be covered and 25% coverage of 
Planned journey c y c l e i n Can markets of t h e t e r r i t o r y . 
c) Trave l a s per p lanned j ou rney c o s t i n g . 
Implementa t ion ; 
a) Journey c y c l e must be fo l lowed in sequence . 
b) I t i n e r a r i e s should be weekly o r month ly . 
c) Night ha I t in a l l VO/RS (Van Opera t ion and o r r e t a i l s tock ing) 
towns and need based van towns. 
e) Van Opera t i on and s e l e c t e d r e t a i l s t o c k i n g markets should be 
covered every journey c y c l e and s m a l l / i r r e g u l a r r e t a i l 
s t o c k i s t s t o be covered every a l t e r n a t e jou rney c y c l e , 
f) In e v e r y jou rney c y c l e , 25% market coverage should be ensured 
in Van m a r k e t s . 
C o n t r o l ; Con t ro l i s exAerc i sed through t h e fo l lowing 
ins t r \aments ; 
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a) Planned journey cycle market coverage and expense report. 
b) Weekly or nonthly itineraries with each days' mailing 
address. 
c) Periodic travels by JSales Off icers and Area Sales Manager, 
d) Frequency Chart for VO/RS town Van coverage, 
e) Planned journey costing. 
f) 24 0 working days per year. A working day is defined as a day 
in the field (that is, retailing) or a day spent in a Battery 
Products Divisional Office (BPDO) approved conference or 
training. 
g) Retailing objectives should exceed 30 productive calls every 
day. In smaller markets, 90% productive calls of available 
retailer should be made, such that each journey cycle will have 
a different norm of call productivity. 
Authority: a) There should be no deviation from the planned 
journey cycle unless approved by the Sales Officer or AreaSales 
i-SLnager. 
b) Bhatta may be paid € Rs 45 upcountry, Rs. 25 headquarters, 
Rs. 25 Ex-headquarters (after 7,00 p.m. departure; before 
7.00 a.m. arrival) 
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c) First class travel allowed by train or bus. Air/taxi 
travel to be approved by the Area Sales l^nager, 
d) Rest on line may be accumulated and taken at Headquarters 
with approval by the Area Sales Manager, 
e)IV2 days rest per 5V2 days work to be allowed. 
f) Approved holiday can be taken at headquarters, 
g) Headquarters will be branch city unless otherwise 
authorised. 
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INSTITUTIONAL SALES 
Purpose : S a l e s of Evcready b a t t e r y p r o d u c t s t o o r g a n i s a t i o n s 
o t h e r than Van Ope ra to r s o r R e t a i l S t o c k i s t s where p r o d u c t s so ld 
a r e not f o r r e s a l e by the o r g a n i s a t i o n b u t f o r t h e i r own iise o r 
fo r g i v e away to t h e i r c l i e n t s . 
Implementa t ion 
a) I n s t i t u t i o n s in each t e r r i t o r y a r e sc reened o u t . 
b) The r i g h t man i s t o be approached wi th samples . 
c) Samples a long wi th t h e i r p r i c e s should be shown to be p r o s p e c t s . 
d) Order in c a s e l o t may be booked on Union Carbide I n d i a L imi ted ; 
l e s s than c a s e l o t supply through Van O p e r a t o r s o r r e t a i l 
s t o c k i s t s . 
e) For o r d e r on Union Carbide Ind ia L td . minimum o r d e r q u a n t i t y 
ds 10 case a . 
f) J i s c o u n t allov;ed i s 3/i * 2/^  ( f o r c o o p e r a t i v e s o c i e t i e s i t i s 
3,i -t !;?«). 
g) Payment should be made in advance by cheque o r demand d r a f t . 
Cont ro l 
a) Checks should be made w i th s a l e s o f f i c e r o r Area S a l e s 
Manager f i n a l i s i n g dea l to ensure c t o c k s , d e l i v e r y , payment 
term e t c . 
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b) 4^  l i s t of supply made by Van Of^rator or r e t a i i s t o c k i s t s 
by customer should bo caaintained. 
au tho r i t y 
There i s no au thor i ty to deviate fron the specif ied tesems 
and condi t ions unless approved by the Sales Manager, 
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RETAIL SELLBIG 
Purpose - The purpose of r e t a i l s e l l i n g i s t o widely s e l l and 
d i s t r i b u t e the f u l l range of p r o d u c t s and 
a) To make them a v a i l a b l e a t t h e p o i n t of ccnsximer c o n t a c t ; 
b) t o m a i n t a i n h e a l t h y market p r i c e s and ensure f r e sh s t o c k s 
t o the consumers , 
c) to d i s p l a y and a d v e r t i s e t h e p roduc t f o r consumer awareness ;and 
d) t o e n s u r e p roduc t a v a i l a b i l i t y a t t h e r i g h t p l a c e , a t t h e 
r i g h t t ime and a t t h e r i g h t p r i c e . 
Implementa t i o n : 
a) Regular check on t h e i n v e n t o r y should be made. 
b) G a l l s and a r ea should be planned and r e t a i l e d every working 
day w i t h o u t e x c e p t i o n . 
c) Samples of f u l l range of p roduc t s should be c o l l e c t e d in a 
good sample bag . 
d) A l l a v a i l a b l e p o i n t of s a l e m a t e r i a l s should be c o l l e c t e d , 
e) Cash memos/jretail c a r d s should be c a r r i e d everywhere , 
f) P e r s o n a l r e t a i l i n g should be done«Cut own cash memos lOO'/i. 
g) A l l c o m p l a i n t s should be a d r o i t l y h a n d l e d , 
h) 5^ocks should be d e l i ^ v e r e d p h y s i c a l l y . 
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i ) Payment aga ins t aa les should be made as per terras between 
buyer and s e l l e r , 
j ) New c a l l s should be made and t h e i r e n t r i e s should be made in 
r e t a i l ca rds , 
k) All s a l e s must be made a t the company p r i c e . 
1) P roduc t iv i ty c a l l s should be maSdiTiised depending on market 
sjjze; more than 30 c a l l s a day should be made. In smaller 
markets with less than 30 r e t a i l e r s , p roduc t iv i ty ( • • • • B 
UllJIfmil norm i s 90% of c a l l s . 
m) Permanent displays a t VO/RS and a l l important o u t l e t s should 
be ar ranged, 
n) Checks should be made on sign boards and o ther outdoor 
adve r t i s ing and records maintained, 
o) Re ta i l s t o c k i s t coverage Report should be conpleted a f t e r the 
days* work. 
p) Al l VO/RS and 'B ' o rders should be booked, 
q) Re ta i l s t o c k i s t r e p o r t s , orders and copies of cash memos should 
be mailed persona l ly . 
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Reta i l S tock i s t Market 
a) Check on l a s t r e t a i l i n g by cash memo/retail card should 
be made. 
b) R e t a i l card of pas t purchases should be analysed. 
c) Al l po in t -o f - sa l e ma te r i a l s and signboards given on r e t a i l 
cards should be mentioned. 
d) Payment hab i t s of r e t a i l e r s should be c lo se ly examined, 
e) R e t a i l s a l e s trend should be checked typewise, p a r t i c u l a r l y 
premiuny'shortage i tems, 
f) Check should be made on po in t of sale inventory and the 
u t i l i s a t i o n thereof. 
g) V/eekly r e t a i l i n g in se l ec ted r e t a i l s t o c k i s t markets 
should be ensured. 
Van Operation 
a) Last r e t a i l i n g should be checked by cash memo/retail c a rd . 
b) Van Salesmen should be vigorously t ra ined for r e t a i l s e l l i n c . 
c) New r.arkets and r e t a i l e r s added should be checked. 
d) Van frequency cha r t should be checked and reasons e s t ab l i shed 
for dev ia t ions , i f any. I t should be ensured t h a t the van 
c a r r i e s only EVEREADY produc t s . 
e) The Dealer Market Coverage Report (DHCR) should be checked 
for 
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- Vein number 
- d a t e of v i s i t 
- c a l l s 
- mi leage 
- s a l e s w i t h cash 
- a d d i t i o n s of colxxinns 
- whether a l l columns a r e f i l l e d . 
- whether t h e r e p o r t i s genuine (before i t i s mai led to o f f i c e ) . 
- road w o r t h i n e s s of the v a n . 
- u t i l i t y of s a l e s Promotion, A d v e r t i s i n g and Market 
Development suppor t (SPAMADS) fo r s a l e promotion in van and 
r e t a i l s t o c k i s t m a r k e t s . 
- upda ted l i s t of s i gnboa rds and a l l o t h e r ou tdoor a d v e r t i s i n g . 
- »B' o r d e r and DRRP ( D i s t r i c t Represen ted o r Returned p roduc t s ) 
s tock given to r e t a i l s t o c k i s t s . 
f) Weekly r e t a i l i n g in Van o p e r a t e d l o c a l towns should be 
e n s u r e d . 
g) Van o p e r a t i n g s a l e s m e n ' s p r o d u c t i v i t y of minimum 30 c a l l s 
p e r day f o r a l l working days should be e n s u r e d . 
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Authority 
a) I t should be s u ^ e s t e d regular ly to Van Operators and r e t a i l 
s t o c k i s t s t h a t they indulge in operat ion improvement by 
r e s o r t i n g to weekly r e t a i l i n g in Van operated loca t ions 
and se lec ted r e t a i l s t o c k i s t markets. 
b) The Dealer Market Coverage Reports (DKCRs) should be vouched 
fo r . 
c) The Van Operator should be suggested to make the b e s t use 
of s a l e s Promotion, Advert is ing and Market Development 
Support (SPAMADS) and 1% deferred r e b a t e s . 
d) The Van Operators should be suggested to spend p a r t of 
SPAMADS to motivate r e t a i l s t ock i s t s to buy more. 
e) Vans should be debarred from carrying any products o the r than 
those of Union Carbide. 
f) I t should be suggested t h a t the team morale be kept high 
through b e t t e r emolinnents and incent ives from SPAMADS, 
g) There i s no au thor i ty to approve h i red Van usage. 
h) There i s no au thor i ty to increase Van vrork days above 
approved prograrrme. 
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1) There is no authority to operate unpainted vans. 
j) There is no authority to make credit sales. 
k) There is no authority to increase number of vans. 
1) There is no authority to appoint or cancel van operation, 
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ADVERTISING AND DEALER AIDS 
Purpose; ~ Advert ising and dea ler a ids are useful in promoting 
and maintaining consumer awareness, 
irrgjlementation; a) A through study of media and plan u t i l i s a t i o n 
should be made. 
b) Media placement should be recommended. 
c) Cost of outdoor media should be studied and recommended. 
d) The branch should be recomnended in advance for issue LPOs 
for mela-signboard and hoarding etc, and arrange completion 
of job within the stipulated time. 
e) Use and distribution of point of sale materials should be 
planned. 
f) Money for outdoor advertising should be recommended within 
the framework of marketing objectives. 
g) Dealer aids, blocks, cinema slides etc. should be utilised 
to the best advantage. 
h) Check should be maintained on press and film advertising, 
i) Fe< dback information should be reported, 
j) Up to date list of hoardings, signboards, wall signs. Van 
painting should be maintained. 
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k) Money for melas should be recommended and u t i l i s e d and mela 
s t n l l ( 3 ) personal ly supervised. 
1) Active dealer p a r t i c i p a t i o n in a l l adve r t i s ing and sa l e s 
promotion a c t i v i t i e s should be ensured. 
Controls - a) An inventory of poin t of s a l e mater ia ls of Van 
o p e r a t e d / r e t a i l s t ock i s t shops should be made and d i s t r i b u t i o n 
planned. A Master Record a t Van Operated shops should be 
maintained. 
b) All adver t i s ing mater ia l given to t rade must be recorded 
on r e t a i l ca rd . 
c) Up-to-date records of a l l adver t i s ing and sa les promotion 
a c t i v i t i e s must be maintained, 
'••') .Ml monny sanctioned must be ob jec t ive ly u t i l i s e d within the 
s t i pu l a t ed per iod. 
e) The S.:iles Officer should be reported about a l l a c t i v i t i e s 
in t h a t a r ea . 
f) Nccossary forms should be submitted on times intjmcdiately 
a f t e r completion of a c t i v i t i e s , 
g} Stewardship of dealer blocks and Cinema s l i d e s should be 
assumed. Records of these should be maintained and re turned 
to branch a f t e r use . 
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Authority 
a) There is authority to recommend quantity and/or destination 
of advertising material between Van Operators and retail 
stockists. 
b) There is authority to recommend signboards, hoardings, wall 
signs, melas, slides, film screening in a territory. 
c) There is no authority to give direct instrxB-iion for any 
outdoor painting activity without prior approval from 
branch office, 
d) There is no authority to exceed budget. 
e) There is also no authprity to change approved designs and 
programmes. 
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ACTX71Tf ?a^AlJfSlS REPORT FOR 
TiiRRITORY NO. 
TO BE MAILED ON 20TH OF EVERY MONTH 
1 . NO. OF DAYS WORKED: PLAN ACTUAL 
2 . NO. OF MKTS. COVERED: 
NO. OF GALLS MALE : 
3 . VALUE OF GDS. RETAILED R S : 
4 . N O . OF • A ' ORDERS BKD: 
T y p e T a r g e t 
950 
950D 
1 0 5 0 
1 2 5 0 
9 3 5 
936C 
1 0 3 5 
1 2 3 5 
9 1 5 
1 0 1 5 
276 
286 
216 
AL F I L 
P L I F I L 
BRFIL 
BUCBS 
1 0 . POS M a t l PUT UPs 
i ) I T E i i 
i i ) 
1 1 . MiuLA PARTICIPATION 
THIS ;-;TH 
o r d e r s Bled. F o r e c a s t n e x t m o n t h 
QTY. 
NEXT MTH. 
12. TOUR PROG. SUMITTED UPTO 
13. SnCR (EXP. REPORT-215) SUBMITTED 
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1 4 . VO REPORT CHECKED Al'iiJ SUBMITTED FOR 
1 5 . V/\i, TOUR PROGRAl'l FOR ON 
1 6 . CCMPKTITORS ACTIVITIES RSPORT SUBI-ITTTiiD 
1 7 . NiSW KKTS. COVERED 
MKTS. RETLRS. 
X — — — . 
1) 
I I ) 
I I I ) 
1 8 . S T D , JOURNEY PROGRAM 
19 . ACCOUNT RECEIVABLES: 
CUSTOMER AMT_j, ACTION TAKEN 
i ) 
i i ) 
i i i ) 
I K I T I A L BUSIN ES S 
BUDGET R S . ACTUAL RS. 
2 0 . mSTITUTIONAL SALES 
p.\KTY COIITACTED 
i ) 
i i ) 
i i i ) 
SALES M;\DE 
COM.-.EN rS 
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COMPETITORS' ACTIVITIES REPORT 
BRANCH 
MAILING TERR: 
DATE'. - 20 t i l EV^RY I-iONTH MONTH 
PRICE EXCL, E s t . S a l e s C o ' S ' DIRECT Q. . 
BRAND OCTROI P e r n t h . Mem DLRS. SH^IP STOC 
R i t a i l Open C o n s . (M.PCs) w i t h With n u o c a l ^ ^ ^ * ^^^'-
Mktd . P r i c e name Van 
NOVINO-SPL. 
VM-1 
VM-2 
vi-i-a 
NIPPO-SPL. 
UM-1 
UM-2 
UM-3 
GEEP 505 
525 
404 
99 
ESTRELA 
112 
122 
123 
007 
JK P51 
500 
100 
EVEREADY 
950 
950D 
1050 
955 
1035 
915 
1015 
D e t a i l s (5f S a l e s P r o m o t i o n Schemes ( w i t h Yoqge o f b i l l i n g p r i c e 
A d v t g . A c t i v i t y ( b s i c l . c o p i e s o f nev; POS / P r e s s A d s . e t c . ) 
P o l i c y / s t r a t e g y c h a n g e s . T o r c h s a l e s / o t h e r demands . 
SIGNATURE 
CHAPTER V 
1 9 8 4 MARKETING STRATEGIES AND 
DISTRIBUTION PLAN OF UNION 
CARBIDE INDIA LlffiTED 
MARKETING OBJECTr\^S 
Long Term 
1. Optimise l icensed capac i ty for increased p r o f i t a b i l i t y . 
2 . ^ ^ i ^ t a i n leadership with flBBMHH new model programme 
and superior product q u a l i t y . 
3 , Continue technological improvements to meet market 
requirements . 
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I4ARKETING OBJECTIVES - LIGHTING PRODUCTS 
1984 
1 . Meet Volume object ive in 1984. 
2. Strengthen brass focussing range to improve competit ive 
s i t u a t i o n . 
3 . Revive demand in aluminium prefocussed segment. 
4 . Es tab l i sh aluminivim focussing model as a steady volume 
mover. 
5 . Widen base in econmmy segment. 
6 . Expand b a t t e r y market and maintain l e a d e r s h i p . 
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JgVRKETiNG OBJECTIVES/ STRATEGIES BATTERIES 
1 9 8 4 
Objectives 
1. Ensure Market share at 45%, 
2. Delineate Brand Positioning and Upgrade Image. 
3. Strengthen Distribution Systems and controls. 
4. Retain Price Competitiveness. 
Strategies 
1. Emphasis on D and C Blue to gain market share in FB 
segments. Introduce 915 white for higher participation 
in AA market. 
2. Ensure higher secondary movement through reduction of 
channel inventories, 
3. Establish individual brand positioning to optimise the 
advantages of possessing multiple brands, 
4. Expansion and closer monitoring of direct dealer operation 
by sales force. 
5. Enable planned sales through maintenance of adequate 
company inventory and planned primary shipments. 
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6. Price revisions to be implemented after taking full 
Cognizance of prevailing market conditions. 
7. Equal and remunerative margins to dealers and reailers 
versus competition. 
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1 9 8 4 3ALBS AND DISTRIBUTION PIAN 
THRUST ON STOCKIST APPOINTMENT 
ADDITIONAL VANS 
RETAIL RETAIL RETAIL 
GO RURAL 
ENROL NEW OUTLETS 
TRAIN RETAILING SALESMEN 
GO AHEAD WITH PLANNED JOURNEY CYCLE 
ORDERS - BOOK PULL RANGE 
LIGHT UP - EVEREADY - ADVERTISE 
DELIVER THE GOODS - SELL & SERVICE 
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1984 SAIJSS AND DISTRIBUTION ACTION PLAN 
i . FRBSH THRUST ON STOCKIST APPOINTMENT j 
A p p o i n t RSs i n 
- A l l tovms 
- HLL stockist Markets 
- Feeder Markets 
- Permanent Cinema Centres 
- Large Villagers 
A p p o i n t d i r e c t d e a l e r s i n a l l m a r k e t s whece t o t a l b a t t e r y 
p o t e n t i a l i s 10 c a s e s p e r month o r m o r e . The 10 c a s e s p e r 
month o r m o r e . The d i r e c t i o n i s t o d o u b l e t h e RSs i n 18 
m o n t h s . 
E n c o u r a g e a l l RSs t o r e t a i l w e e k l y w i t h s t o c k and 
R e t a i l C a r d s b y a R e g u l a r S a l e s m a n . 
A r r e s t t h e p r o g r e s s i v e e r o s i o n i n Rs % NSV i n e v e r y 
b r a n c h and r e s t o r e t o 1980 l e v e l s . 
2 . EXPANSION OF VMvf NETaORK 
A. Add Vans i n a l l t e r r i t o r i e s by* 
- P r o m o t i n g p o t e n t i a l RSs i n m a r k e t s w h e r e number of 
R e t a i l e r s i s 150 o r m o r e . 
- 86 -
- appointing new Vos. 
- encouraging present Vos to buy additional vans. 
B. Plan and implement one van zone for a battery target of 
0.9 MM, Aim to have one van for 0.8 MM battery target in 
competitive areas. 
C. Replace all Vans olrder than 7 years. 
3. EMPHASIS OF VAN RETAILING; 
A, GO RURAL 
- Ensure vincountry Vans cover a minimum of 10 v i l l a g e markets 
per day. 
- L i s t a l l v i l l a g e s over lOOO populat ion fior Van coverage. 
- Include a l l v i l l a g e s witli over 1000 population approachable 
by-road and a l l smaller v i l l a g e s / o u t l e t s enroute in Van 
i n t i n c r a r y . 
B, Programme 25-day work tjer month for a l l vans. 
C, p a i n t • • a l l vans 'EVERKiDY'. 
A, Enrol new J te ta i le rs in every market; 
- Metro/Super Urban marketc. 
- V.O. towns. 
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- R * S . m a r k e t s 
- Van m a r k e t s 
B, I n c l u d e a l l c i n e m a s , c o o p e r a t i v e s , m e d i c a l s t o r e s , e l e c t r i c a l 
s h o p s , e t c , 
C, E n s u r e w e e k l y r e t a i l i n g i n a l l V . O . to i^ms/Metro and Urban 
m a r k e t s . 
D, M a i n t a i n R e t a i l C a r d s f o r e a c h o u t l e t i n a l l m a r k e t s . 
5 . RSTAILING SALESMEN 
A, H i r e R e t a i l i n g s a l e s m e n i n a l l t e r r i t o r i e s h a v i n g more t h a n 
25 R S s . 
- m o t h e r t e r r i t o r i e s , h i r e R e t a i l i n g s a l e s m e n a f t e r t h e y 
fexceed 25 R S s . 
- En o t h e r t e r r i t o r i e s , h i r e R e t a i l i n g Sa lesmen a f t e r t h e y 
e x c e e d 25 R s s , 
B, T r a i n R e t a i l i n g Sa lesmen i n : 
- E f f e c t i v e R e t a i l i n g 
- M e r c h a n d i s i n g ( P r o d u c t D i s p l a y s , P o s t e r i n g , u s e of POs , 
and o t h e r M e r c h a n d i s e r s ) 
- Teach ing RS s a l e s m a n t o r e t a i l w e e k l y . 
C, Imp lemen t 24-day j o u r n e y c y c l e f o r R e t a i l i n g s a l e s m a n : 
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6 . TRAIN IKG CHAPTER 
1 . FiAKB TRAINING A RKGUIAR, ONGOING FUNCTION OF THE AREA 
SaLiSS MANAGERS. 
2 . UNCOURAGE SALES OFFICERS/TERRITORY SUPFIVISORS TO TRAffl 
AND CONTINUOUSLY DEVELOP THEIR PEOPLE-
3 . MAKE SALES TRAINING/DEVELOPMENT A NATURAL PART OF DOING 
EVBREADY BUSINESS. 
4 . REMEMBER TRAINING I S A LDJE FUNCTION - A CONTINUOUS 
PROCESS 
AREA SALES MANAGERS 
4-
T 
R 
A 
I 
N 
SALES OFFICERS 
TERRITORY SUPERVISORS J 
R 
A 
I 
N 
T 
R 
A 
I 
N 
TERRITORY SUPERVISORS 
RETAILBIG SAIdSSHEN 
RiiTA.LING SALESMEN 
VAN SALESMEN 
R . S . SALESMEN 
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SUPPORT 
- SKLES^VmFUKL 
- NEW HIRE TRAINING GUIDE 
- HPS TRAINING PROGRAK>.E 
- ONE DAY WORKSHOP - TERRITORY SUPERVISORS 
- MERCHANDISING AUDIO- VISUAI* 
- COACHING SEMINAR - AREA SALES MANAGERS 
7 . TERRITORY SUPERVISOR JOURNEY CYCLE 
A, The T . S . J o u r n e y C y c l e s h o u l d i n c l u d e 
_ 2 d a y s i n e a c h VO m a r k e t . 
- 2 days per van every a l t e r n a t e month 
- Balance days in RS markets, 
B, - In t e r r i t o r i e s having Reta i l ing salesman, T.S, should work 
6 days each month with Re ta i l ing salesman in the l e t t e r s ' RS 
markets, 
- U t i l i s e these days to t r a i n b o t h ^ S s and Reta i l ing salesman. 
- RSs should be t ra ined t o r e t a i l weekly with lllHi: and R e t a i l 
Cards. 
- S I -
S' gULi- RANGE TO ALL DIRECT DEA2JERS. 
A. Sell full range of batteries, tocches and pxirchased products 
to all direct Dealers. 
B. Book 'B' orders from RSs for all types which do not seal in 
caselots in their narkets. 
C. Book 'Standing orders' from all Direct Dealers. 
D. Book orders from all VOs and and major BSs to facilitate at 
least 2 shipments latest by 5th and 20th of each month. 
E. Implement exclusive full range torch retailing with sample 
bag one day per week in VO towns and RS markets. 
9. ADVERTISING 
A. Territory Supervisor and Retailing salesman should emphasise 
on Advertising, Merchandising and Promotion Activities in 
each market. 
B. Ensure Permanent Product Displays for batteries and torches 
in at least 10>o of outlets in each market service these key 
retailers personally on a *MI Account* concept. 
- 92 -
C» Place a Dealer Board in each Vo/Rs shop including all 
new Direct Dealers and important Van/feeder markets. 
D, Paint wall signs in rural markets. 
E. Repaint vans at least once in two years. 
10. OTHERS 
A. Obtain VO/RS acknowledgement of R e t a i l s a l e s from every 
market v i s i t e d by TS/Retai l ing salesman, 
B. Re ta i l Bed Ba t t e r i e s even in small towns. 
C. Re ta i l Blue Batteri '^s in a l l markets. Blue Ba t t e r i e s a re t he 
p r i ce F ighters aga ins t completion. 
D. Se l l Commander Lanterns and P l a s t i c Torches in a l l markets . 
E. Place F l a r o l i t e in p r e s t i g i o u s p u t l e t s , 
F . Cover a l l I n s t i t u t i o n a l Customers in t he t e r r i t o r y for toch 
and b a t t e r y s a l e s . 
G. Report promptly on compet i to r ' s spec ia l a c t i v i t i e s . 
H, Excel in customer s e r v i c e . 
I . Bxercise market d i s c i p l i n e to avoid indiscr iminate stock 
movement between markets . 
